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political campaigns is that it is a form of free speech, subject to First Amendment protection. In this sense, political advertising is the contemporary version of the whistle-stop campaign rally, the stump speech, or the townhall debate. Where local jurisdictions or courts have attempted to regulate the content of political advertising, the higher courts have been quick to set such interference aside [Wilson v. The Superior Court of Los Angeles County 1975 , Vanasco v. Schwartz 1976 , Postel v. Schwartz 1976 . On the other hand, Harvard legal scholar Laurence Tribe [1978] noted that a number of state and local laws exist which "uphold some restrictions on campaign practice .... Few cases have addressed the constitutionality of such statutes ... " [p.798] . In general however, it is most useful to note the language used by the U.S. Supreme Court in their Mills v. Alabama [1966] ruling where they wrote:
Whatever differences may exist about the interpretations of the First Amendment, there is practically universal agreement that a major purpose of that amendment was to protect the free discussion of governmental affairs. This, of course, includes discussions of candidates ... and all such matters relating to political processes. 1. TV is important in cultivating a positive candida is an attribute that serious political candidates of President Reagan is a prime example. He has be Chief' by numerous members of the media. Blu dent Reagan's success can be best attributed to c cials and dramatic media appearances rather tha with party members that had been necessary fo past.
2. Television is the central communications channel of our time. TV advertising is the key medium for reaching the current generation of adult Americans, including the populous baby boomers-the first TV generation. According to some, this group is attuned to receiving its messages in the 30 second bursts of information that have been made so popular by television commercials. As Engel et al. [1986] note in the popular textbook on promotional strategy, the medium of television enjoys tremendous popularity and believability among the American public. One empirical study [Atkin and Heald 1976] has shown that exposure to political television ads is correlated with increased candidate liking, platform knowledge, and interest in the general campaign. Admittedly, these findings were based on a single telephone study which analyzed a 1974 Congressional race between nonincumbents in the state of Michigan.
3. Television reaches voters quickly and with impact. Implicit in the growth of political TV ads is the contention that television advertising is also an efficient medium for reaching voters in a short period of time. Certainly, constituencies have grown over the years and television advertising speeds the flow of information to voters thereby supposedly promoting an exchange of views concerning the issues and the candidates. Of course, this assumes that the televised advertisements deal with issues, something some political observers increasingly doubt. One researcher [Joslyn 1980 ] drawing a convenience sample of 156 political ads from the archives of a prominent Washington, D. C. consulting and public relations firm, reported that half of the political ads analyzed contained specific information about the characteristics of the candidate and about 20 percent of the ads content analyzed contained specific information about the candi-dates' position on issues. Joslyn [1980] In an earlier, and somewhat methodologically questionable study, Kaid [1976] utilized self-report data from personal interviews conducted prior to a statewide race in Illinois. She found that respondents claimed that exposure to television advertising had little influence on their ultimate voter choice. Mulder [1979] using telephone interviews in a pre-post survey of Chicago voters during the 1975 mayoral campaign, found the effect of TV spots to be about the same upon involved and noninvolved voters. This conflicts with the findings of Rothschild [1978] and Palda [1975] from earlier empirical studies. It must be recognized that much of the research on the effectiveness of political communications is driven by the contingencies which are being investigated. For example, Palda [1975] and Rothschild [1978] concentrated on involvement level, Graber [1980] focused on news coverage and Reid and Soley [1983] as well as Jacobson [1978] and wanted to spend much more but the Texas additional spots [Rust et al. 1984] .
In an older study, Atkin et al. [1973] Advertising?
There are other arguments for and against the increasing use of televised adv ing in political campaigns that are subtle variations of the above themes. In g however, the argument for the use of television political advertising consists o view that:
1. it is consistent with the notion of free and rob 2. it is in consonance with the contemporary corpo ment of political campaigns especially because, 3. it provides a medium which offers to voters a u other channels of communication.
In contrast, the argument against the increasing use of televised political advertising basically consists of the following elements:
1. The use of TV advertising, particularly 30-second spot television commercials, results in the substitution of images or candidate style for the substance of important campaign issues;
2. Television advertising has increasingly degenerated into negative advertising which is arguably unethical;
3. The increased incidence of television advertising, particularly when charged with emotionalism and negativism, has contributed to lower voter turnout and perhaps to a less informed voter;
4. Political advertising casts doubts upon the professional and ethical behavior of all marketing professionals involved in the political support process.
On balance then, is the prominence of televised political advertising a development worth nurturing? The answer probably turns a great deal on one's assessment of costs and benefits of TV political advertising which are discussed in the above paragraphs. Certainly there are advantages to the practice. It is good for some. The question is: for whom is it good?
Given the growth in its utilization, a number of political candidates have obviously found television advertising, especially negative advertising which attacks the opponent, to be a useful strategy. For instance, it appears that nonincumbents who have no record of their own to feature find it tempting and perhaps efficient to use television to tear down the record of their incumbent opponents [Diamond and Bates 1984] . Some voters may also find it useful to have the most questionable aspects of a candidate's record or character uncovered in this fashion. Similarly, certain segments of the ad industry have also found the growth of political advertising expenditures a lucrative development. However, as pointed out by Hill [1984] , many large ad agencies have also shied away from political campaigns for fear of offending their existing sponsors, nonpayment, and other reasons. This has resulted in the ascendence of another group, called political consultants, to fill the vacuum left by the ad agencies who have not chosen to pursue this growth. Sorenson [1984] writes of this trend as follows:
Today choosing policy advisors is insignificant compared to lining up the right pollster, media adviser, direct mail operator, fund-raiser and makeup artist. Today's public positions are not comprehensively articulated but condensed into bumpersticker slogans and clever TV debate ripostes that will please everyone and offend no one (p.46).
Television stations too are beneficiaries of the political advertising process as they increase their ad revenues but, given the periodic nature of campaigns, these incomes are a very cyclical source of revenue. Also, as discussed above, voters seem to have mixed reactions to televised political advertising, although the recent increase in negative advertising has stimulated some surprisingly harsh reaction in certain circles. For example, after a particularly nasty and intense 1986 Senatorial campaign characterized by many negative political TV commercials, a poll of 604 South Dakota voters showed that 33 percent would like limits on political advertising and 61 percent would actually favor banning political ads on television by replacing them with additional candidate debates. [Fialka 1986 ]. The answers to all of these questions concerning political TV advertising are elusive. The nature of the process being discussed is complex. discipline, half of the money would go to allocate it as they so chose among the p approach is that it would alleviate the influ spending upon political campaigns and wo broadcast advertising by each of the nominees would also probably reduce the absolute amo advertising in general and TV advertising in par course, is that the strategy would require the u revenues and might possibly reduce the flow of public. Another disadvantage is that this proposa of money spent by both incumbents and challen able to attract larger sums of campaign fundin reason, sitting members of Congress may see t an important tactical advantage [Fialka 1987 ].
Option B: The regulation of advertising style model Several legislative proposals have come before t terms which sought to control the style of pol content. Recent legislative proposals include r stone" or "talking head" ads by candidates witho film variations. According to Senator Robert K gressional bill reportedly will propose that cand [private interview, Jan. 30, 1987 ].
Option C: The "Time equals
Substance" Model
This approach suggested by Kaid and Sanders [1978] and others suggests that political TV commercials must be over 120 seconds in length. The idea is that it is difficult to sustain an emotional, nonfactual appeal or an unsubstantiated attack on one's opponent for that length of time without considerable documentation of charges. Whether the rationale behind this option is correct remains to be deter- This approach suggests that television political advertising is an acceptable method of communicating with the public as long as it is not unethical, misleading, deceptive, or unfair in its approach. Because of First Amendment safeguards to the right of unfettered political speech, this option suggests a voluntary, regulatory group that might be established which would operate like the National Advertising Review Board of the Better Business Bureau. This board would screen political advertisements for general ethical propriety. In other words, it would ban or at minimum publicize campaign commercials that are thought to be unfair, unethical, misleading, or deceptive. Caywood and Laczniak [1985] have suggested how the mechanics of such an approach might work when mutually embraced by the candidates involved in a major political campaign. The Fair Campaign Practices committee which ceased operations in the 1970s offered services to arbitrate such disputes. More recently, suggestions by the American Association of Advertising Agencies for political candidates to develop such procedures were not well received during the 1986 pre-campaign period.
Option E: The LincolnDouglas Model Named in honor of the famous Lincoln and Douglas debates, this model proposes that each candidate be required to purchase advertising time in 90 second blocks.
During the first 60 seconds they would be permitted to put forth whatever televised political message they wished. However, prior to screening they would have to turn that commercial over to their opponent who would be allowed 10 days to develop a 30-second rebuttal. This approach, advocated in the academic literature by Szybillo and Hartenbaum [1976] , among others, is grounded in the fundamental premise that the purpose behind effective television political advertising-from the stand- This approach is similar to the UK model approach except it is more severe in its requirements. In the weeks prior to the campaign, major parties in the election process would be given control over network programming for a certain amount of prime time each day, perhaps one hour. All other broadcast advertising would no longer be permitted. This approach has been recommended by historian Arthur Schlesinger [1986] and others. Advantages and disadvantages of this approach are similar to those discussed regarding the UK model.
Option H: The Australian

Model
This approach requires that there be a 72-hour cooling-off period from televised political advertising and other broadcast advertising of any sort prior to the Australian votership going to the polls. The idea is that these final hours should be used by the voters themselves to discuss the issues that have been presented thus far. It also mitigates the possibility of last-minute charges being raised by a candidate through political advertising without the opponent's having the benefit of rebutting these charges prior to the election.
Commentary Concerning the Options
Exactly which of the above options will most likely occur is a matter of considerable speculation. [Rotzoll and Haefner 1986] The major existing frameworks in communications theory were reviewed in order to uncover a paradigm which would be helpful in putting the controversy of televised political advertising into perspective. An examination of the available theory-based models in marketing, advertising, and communications research leads to the conclusion that they all seem currently inadequate to provide a comprehensive foundation for political advertising research because they do not encompass the key variables essential to the controversy. For example, the famous "encode-decode" model of Schramm and Roberts [1971] and other adaptations of the seminal work [Engel, Warshaw, and Kinnear 1986] fail to reflect the critical legal, social, and political institution variables which influence the data surrounding political advertising.
The somewhat more complex social system models of mass communications [DeFleur and Ball-Rokeach 1975] capture elements of the debate but would require significant reinterpretation and refinement to help researchers clarify the issues of political advertising. For instance, several of the key distinctions between political and commercial advertising as well as voter versus general receiver behavior are not depicted. Boddewyn's model [1985] of advertising self-regulation includes many of the social institutions involved with political advertising, but its focus is too narrow for the breadth of the political advertising issue.
Other models of communications theory including coorientation [Chaffee 1972 , Broom 1978 , uses and gratifications [Kline 1972 ], psychodynamic approaches [Packard 1957 ], sociocultural models [Lewin 1958 ] and so on, while partly useful, do not anticipate the multidimensional qualities of the political advertising controversy. Marketing models of consumer behavior [Nicosia 1966; Howard and Sheth 1969; and Engel and Blackwell 1982] are neither communications-based nor strongly linked to the institutional constraints on political action. These models, however, may be useful for more micro-oriented considerations involving the effects of political advertising in particular campaigns. General advertising and society models such as Rotzoll and Haefner [1986] perhaps come closest to providing a framework for understanding the political advertisi fails the general test of parsimony and clarity as it versus neo-liberal approaches to regulation and in Perhaps one of the more creative efforts in this a [1985] and their formulation of a model of voter eventually be developed to the point where it can f advertising within the context of other significant f however, its emphasis is micro-in nature and its identify voter beliefs about salient issues and subse primary elections.
In general, our brief review of existing communica a lack of: normative guidelines, predictive capabilit one attempts to apply the models to TV political ad ing and advertising models are either too abstract a include the complex texture of variables found in th build a middle-range theory are necessary before guide policy developments.
